



























Submitted in fulfilment of the requirements for the degree of Doctor of Philosophy 




















This thesis contains no material which has been accepted for a degree or diploma by the 
University or any other institution, except by way of background information and duly 
acknowledged in the thesis, and to the best of my knowledge and belief no material 
previously published or written by another person except where due acknowledgement is 






















The following journal articles and forthcoming research book chapter have been 
integrated into this thesis. The publishers of the journal articles and chapter hold the 
copyright for that content, and access to the material should be sought from the 
respective publishers: 
 
McGaurr, Lyn 2010, “Travel journalism and environmental conflict: A 
cosmopolitan perspective”, Journalism Studies, vol. 11, no. 1, pp. 50-67. 
–––– 2012, “The devil may care: Travel journalism, cosmopolitan concern, 
politics and the brand”, Journalism Practice, vol. 6, no 1, pp. 42-48. 
–––– forthcoming, “Not so soft? Travel journalism, environmental protest, power 
and the Internet”, in Lester, Libby and Hutchins, Brett, Environmental 
conflict and the media, Peter Lang, New York. 
 
This thesis may be made available for loan. Copying of unpublished material in the thesis 
is prohibited for two years from the date this statement was signed. After that time, 


















The research associated with this thesis abides by the international and Australian codes 
of human and animal experimentation, the guidelines by the Australian Government’s 
Office of the Gene Technology Regulator and the rulings of the Safety, Ethics and 
















This thesis would not have been possible without the wisdom, patience, gentle 
encouragement and sensitive guidance of my supervisor, Libby Lester. 
Throughout my candidature I was supported with great care and good humour by my 
partner and soul mate Russell Fulton. My children Kara, Cameron and Josephine Sibly, 
parents Jeanette and Darcy McGaurr, brother Greg and sister Michelle encouraged me, 
cooked for me, made me smile and kept my feet on the ground. Sam Boyle’s kindness, 
empathy and infectious determination helped me through the most difficult times. And my 
friends Jo Perri, Kathy Chisholm, Phyllis Sibly and Annie Kaczmarski inspired me by their 
example. 
My sincere thanks also to the interviewees who made time available in their very busy 







The physical environment is a mainstay of the international tourism industry and 
a component of many place brands. It is also a global asset and, increasingly, a 
source of conflict and concern. Drawing on a case study of United States and 
British travel journalism about Australia’s island state of Tasmania, this thesis 
asks how cosmopolitan concern and place branding interact in the production of 
travel journalism about tourist destinations experiencing environmental conflict. 
Rather than concentrating on production in the newsroom, however, its primary 
interest is what happens in the field. By interviewing travel journalists and actors 
who have sought to have their messages publicised in overseas newspaper and 
magazine articles about Tasmania as a holiday destination, the case study weaves 
together internalist and externalist perspectives. Combining these with textual 
analyses of travel journalism and other documents, it explores both professional 
cultures and the evolution and circulation of cosmopolitan and place-branded 
discourses and frames. 
Much international travel journalism mediates commercial tourism for 
consumers, but it also produces and reflects local identity on the cosmopolitan 
public stage. The travel media’s reliance on the tourism industry for content and 
advertising makes it susceptible to reputation management via place branding. 
This is because government tourism office staff and the sources they recommend 
are often key contacts for its journalists, whether or not they accept free travel and 
accommodation. But as this case study reveals, some transnational travel 
journalists demonstrate cosmopolitan predispositions that can lead them to be 
reflexive about the way they represent places, and to draw on broader networks 




This thesis finds that place branding shapes consumerist cosmopolitan 
discourses in ways that appeal to transnational travel journalists and are consistent 
with the commercial constraints of the travel media, thereby contributing to the 
circulation abroad of representations that depoliticise landscapes contested in the 
news media. Associated with this, travel journalists reporting on nature-based 
destinations sometimes build narrative strength by mediating forms of 
cosmopolitan concern for the environment that are consistent with place branding. 
This, in turn, positions readers as members of imagined cosmopolitan 
communities, enhances the journalist’s cultural capital and functions textually to 
frame destinations, the tourism industry and the travel media as environmentally 
responsible. If governments lose control over nature-based brands during periods 
of environmental conflict, however, travel media institutions may see value to 
their own brands in calling places to account. This presents travel journalists and 
sources with interest-group sympathies an opportunity to contribute alternative, 
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